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ABSTRACT
The rapid development of technology has significantly altered modern lifestyles. Many

individuals now lead highly productive, fast-paced lives with demanding schedules. This shift
has led people to choose convenience foods, such as frozen food, as a means of time efficiency.
One such frozen food brand is Laras Food, located in Driyorejo, Gresik. However, in the current
era, numerous competitors have emerged with creative, innovative, and eye-catching branding.

Consequently, a strong visual identity is essential to enhance and strengthen brand awareness.

The design process method uses a Mixed Method approach, combining qualitative and
quantitative research. The qualitative method involves observation resulting in descriptive
analysis, while the quantitative method pertains to numerical data. Through these data
collection methods, both primary and secondary data were obtained and subsequently analyzed
using descriptive techniques. The design framework follows the 7 Stages of Design Thinking:

empathize, define, ideate, prototype, test, implement, and iteration.

Analysis results indicate that many questionnaire respondents are not yet familiar with
the Laras Food brand. Among those who do recognize it, there is a consensus that the current
visual identity specifically the logo does not adequately reflect the Figure of a frozen food
product, appearing outdated and obsolete. This serves as a factor that may decrease sales

performance, as the brand struggles to compete with the superior branding of its competitors.

Therefore, it is necessary to redesign Laras Food's visual identity to align with its desired
brand Figure. This aims to improve competitiveness against similar brands and boost sales. The
visual identity design includes the logo, supergraphics, color palette, typography, and other
supporting elements. Through a consistent visual identity, the brand's existence and awareness
can be solidified in the minds of the public, ultimately establishing a positive and unique

corporate Figure.

Keywords: Visual identity, logo, brand awareness.
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